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Abstract
The main purpose of this paper is to define what visual merchandising elements make the highest impact on consumer buying 
behaviour. This article research question is what visual merchandising elements are the most important for consumers in 
Lithuania when shopping in specialised clothing and footwear stores.
The results of the empirical survey that was carried out in clothing and footwear stores as presented in this article suggest that 
two elements of visual merchandising - window displays and in-store design - make the highest impact on impulse buying in 
Lithuania in clothing and footwear stores.
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Introduction
In today‘s competitive environment retailers make every effort to attract buyers and retain them in the store as 
long as possible. To achieve this goal they develop various strategies and utilise all available and as unconventional 
as possible tools. Visual merchandising is among those means. By using various combinations of visual 
merchandising elements, retailers aim at creating an attractive sales environment that affects emotions and 
behaviour of buyers at the store. High level of excitement and interest of the consumer reduces the ability to assess 
own actions rationally and enhances the probability of impulse buying. In fact, each person buys impulsively, only 
some people do it more and some less frequently. Surveys have shown that impulse buying makes up 27-62 per cent 
of the total buying at shopping centres (Mattila & Wirtz, 2008). Therefore, the impact of visual merchandising 
becomes an important object for the research.
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Nowadays retailers apply visual merchandising elements in their practice more and more widely and inventively. 
They use exclusive signs and references, various techniques of product display such as matching up the colours, 
lighting in the store area, heavy investment into the store environment developed by professionals.
Impulse buying refers to unplanned, sudden buying behaviour, which is often accompanied by feeling of 
excitement and pleasure and/or a powerful urge to buy (Beatty & Ferrell, 1998).
The main purpose of this paper is to reveal what visual merchandising elements make the highest impact on 
consumer buying behaviour. According to Kerfoot, Davies & Ward (2003) and Pajuodis (2005) merchandising in 
in-store retail trade is one of the key marketing tools that affects consumer behaviour and stimulate impulsive 
buying. This article is aimed at revealing what visual merchandising elements are the most important for consumers 
in Lithuania when shopping in specialised clothing stores.
Researchers (Kerfoot, Davies & Ward, 2003, Mattila & Wirtz, 2008, Law, Wong & Yip, 2012, Mohan,
Sivakumaran & Sharma, 2013; Mehta & Chugan, 2013, Chang, Yan & Eckman, 2014; Hussain & Mashar, 2015), 
who analysed relationship between visual merchandising and impulse buying behaviour, explored this phenomenon 
in different contexts: some authors analysed the impact of visual merchandising on buying behaviour in the 
electronic space (Wu, Ju, Kim Damminga, Kim & Johnson), others chose traditional retail trade (Babin, Hardesty & 
Suter, 2003; Pajuodis, 2005; Law, Wong & Yip, 2012; Chang, Yan & Eckman, 2014); part of the authors analysed 
the impact of visual merchandising on impulse buying of consumers in department stores (Kerfoot, Davies & Ward,
2003), others analysed it in the supermarket chain (Mohan, Sivakumaran & Sharma, 2013), some others studied it in 
clothing stores (Law, Wong & Yip, 2012; Chang, Yan & Eckman, 2014) or shopping malls in general (Mehta &
Chugan, 2013). In some researches of such kind the authors chose different buyer segments – they analyse the 
impact of visual merchandising on impulse buying in the youth or female segments. Studies of some authors cover a 
wider context: they analysed not only visual merchandising, but also other factors of store environment and various 
situational factors (Mohan, Sivakumaran & Sharma, 2013; Chang, Yan & Eckman, 2014). While analysing the 
studies on the impact of visual merchandising on impulse buying, it was noted that cultural differences are material 
too: not the same visual merchandising elements in all cases are recognised as making the highest impact in different
countries. Therefore, this article aims at revealing what visual merchandising elements make the highest positive 
impact on impulse buying for consumers in Lithuania when shopping in specialised clothing and footwear stores.
1. Literature review
Visual merchandising is concerned with both how the product and/or brand is visually communicated to the 
customer and also whether this message is decoded “appropriately” – in this context affecting a positive 
psychological or behavioural outcome, ultimately leading to purchase (Kerfoot, Davies & Ward, 2003). Ebster &
Garaus (2011) define visual merchandising as the art and science of presenting products in the most visually 
appealing way, emphasizing on the communication with the customers through images and presentations. Such 
authors as Law, Wong & Yip (2012) state that visual merchandising is a tool to convey a message about goods to the 
buyers by employing various visual styles and themes.
Although the academic papers identify differences in the opinions on the visual merchandising concept, most of 
them agree that visual merchandising is specific communication to the buyers that affects their buying behaviour.
Aspects of the visual merchandising impact on impulse buying have been widely covered by the studies of 
Kerfoot, Davies & Ward (2003); Ebster & Garaus (2011); Law, Wong & Yip (2012); Mehta & Chugan (2013) and 
other foreign scientists. However, there are few studies related to impulse buying behaviour and factors affecting it 
made by Lithuanian scientists 3DMXRGLV9LUYLODLWơ6DODGLHQơ	%DJGRQDLWơ
Scientists have different views also while naming visual merchandising elements. The theoretical study revealed 
that authors define visual merchandising differently and attribute different elements to this phenomenon; some 
authors name the elements as techniques, others refer to them as tools, some others call them as elements. Kerfoot, 
Davies & Ward (2003) consider colours, lighting, forms and location, store layout, store equipment, goods and 
display as visual merchandising elements. Some authors call components of merchandising as techniques and 
attribute visual merchandising, product range, music, scents and temperature to them. Other authors (Pajuodis, 2005;
Theodoridis & Chatzipanagiotou, 2009; Chang, Yan & Eckman, 2014) name such elements as store layout, goods 
display, variables of the store atmosphere, visual components of the store exterior (store signboard, facade, window 
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cases, outdoor posters) as factors of store environment, and distinguish the aspects of the latter that have visual effect 
as visual merchandising elements. Metha & Chugan (2013) outline that visual merchandising includes both store 
exterior (window display, facade, retail premises) and interior (orienting factors, signage, layout, presentation 
techniques, props, spatial factors and ambient conditions). Moreover, authors classify architecture, colours and 
product display as aesthetic elements. Hussain & Mashar, 2015 analyse store atmosphere which in addition to visual 
merchandising elements (lighting, colour, display/ layout) covers cleanliness, music, scent and temperature.
Theodoridis & Chatzipanagiotou (2009) outline that the atmosphere of the store environment is created by adding 
up a number of the visual elements of the physical store environment, such as colours and decoration elements, 
therefore, they treat visual merchandising as a factor of store environment by distinguishing elements that make
impact on buyers’ behaviour which are named as visual merchandising elements. Pajuodis (2005) considers 
paintings, pictures, signage, references, etc. as visual atmosphere elements. Mohan, Sivakumaran & Sharma (2013) 
outline that store environment consists of ambient factors (lighting, scent, music), design factors (layout and 
assortment) and social factors. Thus, following these authors, one can see that store layout, atmosphere, 
merchandising are store environment factors; however one could distinguish visual aspect thereof that could be 
jointly named as visual merchandising.
There is a number of studies that refer not only to the impact of visual merchandising or store environment on the 
buyers’ behaviour, but also peculiarities of the behaviour, especially impulse buying (Theodoridis & 
Chatzipanagiotou, 2009; Law, Wong & Yip, 2012; Mohan, Sivakumaran & Sharma, 2013; Chang, Yan & Eckman, 
2014; Pajuodis, 209LUYLODLWơ6DODGLHQơ	%DJGRQDLWơ, etc.).
Law, Wong & Yip (2012) stressed that the impact of the environment is defined by the paradigm of the stimulus-
organism-response (SOR), where S – stimulus, ambient factor that draws the attention of the organism (O) –
consumer – and gets the response (R) – of the consumer. It was found out that the interaction of the three aspects 
causes a significant impact on pleasure arousal and dominance. 
9LUYLODLWơ6DODGLHQơ	%DJGRQDLWơ state that factors which make an impact on impulse buying may be 
classified into four categories: consumer characteristics, peculiarities of store environment, situational factors and 
product features. Attributes of store environment include: store layout, store atmosphere, store type and staff. Some 
authors classify part of the store environment attributes (layout and atmosphere) as visual merchandising elements.
The paper is based on Lithuanian and foreign authors’ scientific works and it analyses visual merchandising 
elements that make an impact on impulse buying. In their empirical surveys the authors (Kerfoot, Davies & Ward, 
2003; Ebster & Garaus, 2011; Law, Wong & Yip, 2012; Mehta & Chugan, 2013; Pajuodis, 2005; Mohan, 
Sivakumaran & Sharma, 2013; Chang, Yan & Eckman, 2014; Hussain & Mashar, 2015, etc.) analyse a different 
number of visual merchandising elements and different methods for data collection. Kerfoot, Davies & Ward (2003), 
Law, Wong & Yip (2012) followed a qualitative approach, and Mohan, Sivakumaran & Sharma (2013), Chang, Yan 
& Eckman (2014) carried out quantitative surveys – questionnaires.
The review of the literature suggests that all analysed articles prove that visual merchandising makes a positive 
impact on impulse buying. Although the authors have no common agreement on the definitions and number of visual 
merchandising elements, the review of the publications leads to identification of visual merchandising elements that 
are most frequently mentioned in the academic articles which were attributed by the authors to the elements that 
have the highest impact on impulse buying: 1) window displays, 2) in-store design, 3) promotional signage, 4) store 
layout and 5) store atmosphere. 
Based on the results of the studies analysed herein, one may make an assumption that window displays make the 
highest positive impact on impulse buying among the buyers of Lithuanian clothing and footwear stores. An 
empirical consumer opinion survey was carried out to verify this assumption.
2. Methodology
The main purpose of this research is to reveal what visual merchandising elements make the highest impact on 
consumer buying behaviour for consumers in Lithuania when shopping in specialised clothing and footwear stores.
An empirical study research method of this article is a descriptive method. The research was conducted applying 
a quantitative method for data collection – a survey. The questionnaire was distributed in shopping malls. For this 
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research population was defined as people visiting shopping malls in Kaunas city, Lithuania. Researches of other 
authors of a similar nature cover a number of respondents from 100 to 733. The questionnaire was filled in by 210 
respondents. Survey instrument: the method used for this research was based on a survey including close ended 
question. The questionnaire was developed and adopted from the literature review. This article embraces theoretical 
scales of Mehta & Chugan (2013) and Chang, Yan & Eckman (2014). The first part of the questionnaire was aimed 
at defining the disposition of buyers to impulse buying; the second one was intended to analyse the impact of visual 
merchandising elements on buyers’ behaviour. A five-score Likert-type scale was used to form the main questions
of the questionnaire. The data were processed using the Statistical Packages for Social Sciences (SPSS).
The survey included 210 responds (24 per cent male and 76 per cent female respondents) who buy clothing and 
footwear in specialised stores at shopping malls. The survey results showed that majority of respondents (56 per 
cent) are 26-35 years old, 15 per cent are 18-25 years old, 9 per cent 36-45 years old, 14 per cent 46-55 years old 
and 6 per cent of respondents are older than 55. Monthly income per one family member of the majority (45 per 
cent) of respondents are average, 22 percent gets higher than average income. 83 per cent of respondents live in the 
large city, 11 per cent in the city, and 6 per cent in the small towns, villages or rural areas. Almost three fourths of 
respondents buy clothing and footwear at least 1-2 times in three months. Women buy more frequently than men. 
Almost half of the female respondents (46 per cent) buy clothing 1-2 times per month. Male respondents buy
clothing and footwear less frequently: 32 per cent of male respondents buy clothing 1-2 times in three months, and 
29 per cent buy 1-2 times in half a year. 57 per cent of respondents have higher education or aim at it.
3. Results
Table 1 provides summarized results of the survey. Such statistical indicators as mean and standard deviation 
were used to evaluate the impact of each visual merchandising element on the buying behaviour of the respondents.
Table 1. Impact of visual merchandising elements on buying behaviour of the respondents
Stylish, original 
windows displays 
stimulate impulse 
buying
Convenient store 
layout stimulates
unplanned buying
Attractive, interesting 
in-store design 
stimulates to buy 
more than intended
Promotional 
signage attracts 
my attention and 
stimulates buying 
Store atmosphere 
(lighting, colours) 
stimulate 
unplanned buying
N Valid 210 210 210 210 210
Mean 3,82 3,03 3,37 2,74 2,56
Std. Deviation 1,105 1,112 1,092 1,117 1,123
Correlation 
Coefficient
.585 .456 .498 .424 .412
As the respondents could assess the statements of the impact of visual merchandising elements on the buying 
behaviour in the scale from 1 to 5, the possible average meaning of the attribute is 2,5. The results in the table 
suggest that all analysed visual merchandising elements make a positive impact on impulse buying, as obtained 
values are above mean.
The standard deviation that defines the spread of the random value around the mean also confirms the impact of 
visual merchandising on impulse buying. The closer coefficient to 1, the stronger the impact is. Table 1 shows that 
all values of standard deviation are close to one. 
The results in Table 1 suggest that the greatest positive impact on impulse buying in the specialised clothing and 
footwear stores is made by windows displays (mean 3,82, standard deviation 1,105) and in-store design (mean 3,37, 
standard deviation 1,092). Considerable impact on buying behaviour is made by store layout (mean 3.03, standard 
deviation 1,112), promotional signage (mean 2,74, standard deviation 1,117) and store atmosphere (mean 2,56,
standard deviation 1,123). One may assume that respondents indicated windows displays and in-store design as the 
elements that make the highest impact on impulse buying in particular because of the subject chosen for the research 
(specialised clothing and footwear stores). Maybe if the research is made in food stores visual merchandising 
elements would not have material impact; maybe the major impact would be made not by windows displays and in-
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store design, but promotional signage or store layout, as food buying behaviour is different from clothing buying
behaviour. However, the confirmation of the assumptions raised could be the field of the further empirical surveys.
Certain questions of the questionnaire were aimed as clarifying whether the respondents are susceptible to
impulse buying. The average score of the statements is 3,072, (i.e. higher and the average value of the attribute), and 
the standard deviation is close to 1 (i.e. 0,81763). The results show that the respondents that took part in the survey 
are moderately susceptible to impulsive buying. Also, this empirical survey aimed at clarifying the impact of gender, 
age, and income on impulse buying. It was established that neither of the aforementioned indictors make material 
impact on impulse buying. Based on the coefficients of Spearman correlation between disposition to impulse buying 
and visual merchandising one may conclude that the major impact on impulse buying is made by windows displays 
(.585) and in-store design (.498).
To sum it up one can state that the usage of visual merchandising elements in a proper and inventive way may 
increase the number of impulse buying and attract more potential buyers. The survey results prove the results 
described in the literature review about the positive impact of visual merchandising elements on impulse buying.
Moreover, the results confirmed the opinion of the authors (Kerfoot, Davies & Ward, 2003; Law, Wong & Yip, 
2012; Mehta & Chugan, 2013; Mohan, Sivakumaran & Sharma, 2013; Chang, Yan & Eckman, 2014) that the 
impact of visual merchandising elements may be dependent on the features of the purchased product, cultural 
differences and situational factors.
Conclusions
The empirical study was aimed at revealing the disposition of buyers to impulse buying and analysing the impact 
of visual merchandising elements on buyers’ behaviour. The analysis covered the impact of the following five visual 
merchandising elements: 1) window displays, 2) in-store design, 3) promotional signage, 4) store layout and 5) store 
atmosphere on impulse buying.
The empirical study results presented that the mean of five visual merchandising elements is above 3 in the 5 
point Likert scale, which means that customers seem to be moderately influenced by all those five elements when 
they made a purchase decision. The results of the empirical study that was carried out in clothing and footwear 
stores as presented in this article suggest that two elements of visual merchandising - window displays and in-store 
design - make the highest impact on impulse buying in Lithuania in clothing and footwear stores. Promotional 
signage and store atmosphere did not significantly lead to customers’ impulse buying behaviour; the results still 
suggested that variables (promotional signage and store atmosphere) and customers’ impulse buying behaviour are 
correlated.
Theoretical insights and empirical study results in this paper may be useful for store managers. Based on the 
results of this empirical study, one may rationally develop those particular visual merchandising elements which had 
been identified as having the highest impact on impulse buying by consumers, i.e. with the key focus on window 
displays and in-store displays. This article would also facilitate the store employees getting acquainted with state-of-
the-art visual merchandising elements.
There is a number of visual merchandising elements that make impact on impulse buying. This article analysed 
only 5 from them. Moreover, the article does not include an analysis of the impact of visual merchandising on
impulse buying in different gender and age groups. This could be an object for future researches. Future research 
may explore the influence of visual merchandising in other retail categories such as food, toys, accessories, and IT 
products.
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